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Abstract
Consumers’ brand selection process, purchase behavior, and their impact on brand management are least understood in the hospitality literature. This problem is complicated further by the fact that many hospitality companies prefer to develop and manage multiple brands for growth purposes. This study explores the selection process adopted by consumers in choosing a hospitality brand in multibrand situations. The Brisoux-Laroche’s (B-L) consumer behavior model of brand categorization was tested with 16 quick service restaurant brands. The B-L model was supported empirically. Further support for the model was provided by the assessment of net utility values for quality and price for the included brands. Results indicated that consumers use evoked, hold, foggy, and reject set in categorizing the available brands. Each of the awareness sets was further analyzed according to three subgroups of brands: leading, intermediate, and low market share. The findings supported the independent nature of these subgroups. Results are discussed in light of brand management in the hospitality field, and consumers’ brand choice process and managerial implications are presented.
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Summary:

The hospitality industry in America is highly competitive, with numerous brands offering thousands of products targeting different types of American consumers. 
The Brisoux and Laroche (1980) model shows that when a consumer is faced with a multiple brand situation, he or she would simplify the available information by categorizing the total available brands into four sets. After classifying the brands into four types, one may make a purchase choice from the evoked set.

According to Brisoux and Laroche (1980), this is a dynamic model in which brands may move from one set to the other due to various internal and external factors. Internal factors include changes in psychographic and demographic matters and personal preferences of consumers. External factors may include situations such as marketing activities of the excluded and included brands, new product introductions, brand withdrawals, changes in competitive intensity, changes in the general and task environment, and life cycle stages of the available brands. This study has provided empirical support to the existence of four awareness sets and the relationships among the three brand groups in each set. Providing further support to the proposed model using net utility values is one of the major contributions of this study. Use of net utility values to identify various brands and their level of acceptance by the consumers is a major finding. This model could also be used in conjunction with various brands from the hotel and tourism segments of the hospitality industry. 
In sum, consumers’ selection process involves categorization of available brands as four distinct sets of awareness (evoked, hold, reject, and foggy). These available sets can be further examined according to three subgroups of brands (leading, intermediate, and low).

Conclusion

The QSR segment is the growth leader in food service industry, with over $121 billion in annual revenues and worldwide acceptance of numerous QSR brands.
The economic impact of this industry is well documented by Emerson (1990). But how consumers make their choice of brands in multiband situations is one of the least understood yet important phenomenon in the marketing of QSRs. Lack of adequate knowledge about brand management has led many QSR firms to abandon the idea of multibrand management during the 1970s and early 1980s in the United States. As stated by Kotler (1988), during the mature stage of life cycle, brand management becomes the central focus of marketing. This study makes an effort to understand brand management in the QSR industry.
The Brisoux-Laroche model of brand categorization was tested with 16 QSR brands, and was empirically supported. Results indicated that consumers categorize the available brands into four distinct sets: evoked, hold, foggy, and reject. Additional empirical support for the model was provided with the net utility values calculated with the consumer preference for quality and price. The obtained sets of awareness were further examined according to three subgroups of brands.
The independent nature of these subgroups was empirically demonstrated. Marketing implications of brand categorization and assessment of subgroups was discussed in light of brand management. Understanding consumer behavior with reference to multibrand situations is one of the contributions of this study. This study is a small step forward in exploring the role of consumer awareness in brand categorization. It extends the previous models of consumer behavior, elaborating the hold set and including the foggy set of awareness. Results of this study support the findings reported by Laroche and Toffoli (1999). 
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